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Dairy 

‘Cheese Shop’ Merchandising Can In- 
crease Sales by 50% (June, p. 1) 

‘Modular’ Egg Merchandising Spurs Vol- 
ume, Cuts Labor Costs 40%, Breakage 
in Half (June, p. 22) 

Egg Program’s Labor-Saving Details 
Boost Retailer’s Dairy Volume, Profits 
(June, p. 22) 

Quality Eggs, Yogurt Section Draw Shop- 
pers, But Backbone Is Attention to 
Merchandising Basics (Aug., p. 30) 

Nutrition Emphasis and Manufacturer 
Support Help Boost Sales in Dairy Sec- 
tions (Sept., p. 76) 


Deli 


High Quality Food, Aggressive Presenta- 
tion Heat Up Delicatessen Lunch, Sup- 
per Sales (Jan., p. 42) 

Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

Try Party Platters to Perk Deli Profits, 
Create Shopper Awareness of Depart- 
ment (Apr., p. 18) 

Independent Ingenuity Helps B & L Su- 
permarket Net 30-40% Profits From 
Deli Dept. (July, p. 44) 

Samples, Demonstrations Sell Delicates- 
sen, Also Introduce Consumers to New 
Products (Sept., p. 75) 

Nation’s Largest Gourmet Shop Opens in 
D.C. With Thousands of Fine Foods 
From Around World (Dec., p. 4) 
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Diet Foods 


Heavier Competition Expected This Year 
in Diet Aid Products (Jan., p. 4) 

Diet Aids Capture More Attention as Vol- 
ume Surges (Apr., p. 1) 

Health and Dietetic Foods Outgrow ‘Fad’ 
Image, Win More Shelf Space Among 
Regular Groceries (June, p. 21) 


The Editor’s View 


Tired of Talk of the Future? (Nov. p. 3) 
Get Ready for Generics Chic (Dec., p. 3) 


Employees 


Consumer Grades Encourage Positive 
Employee Behavior (Jan., p. 6) 

Involving Workers Boosts Productivity 
(Mar., p. 9) 

Suggests Method to Separate Stars From 
‘Dead Wood’ (Apr., p. 4) 

Try Formal, Written Reprimand if Em- 
ployee Fails to Respond to Face-to- 
Face Warning (Apr., p. 11) 

Rating Sheet Helps Evaluate Employees 
on Job Performance (Apr., p. 30) 

How Do Employees Steal? Ex-Thief 
Knows 450 Ways (July, p. 1) 

Don’t Discipline Employee Leaders Too 
Quickly; They May Be Protected by 
NLRB Regulations (Sept., p. 4) 

Making Employees Feel Important Is Key 
to Good Customer Relations (Sept., p. 
16) 

Minyard’s Loss Prevention Program Re- 
duces Shrink; Internal and External 
Theft Kept to a Minimum (Oct. p. 10) 

Effective Training Cuts Labor Cost, Cre- 
ates Friendly, Happy ‘Climate’ (Oct. p. 
38) 


Energy 


Some GM/HBA Distributors Cut Shelf 
Stocking as Labor, Energy Bills Take a 
Bigger Bite (Jan., p. 12) 

Challenges of Energy, Productivity, Sociai 
Trends Highlight FMI Las Vegas Exec 
Conference (Feb., p. 4) 

Upped Petroleum Cost Forcing Some Sup- 
pliers to Raise Their Prices (Feb., p. 4) 

Utility Cost Hikes Make Cutting Energy 
Bills a Losing Battle (Apr., p. 4) 

Energy, Space Management, Training 
Called Biggest Frozen Food Chal- 
lenges (May, p. 1) 

Computerized Shutoff of Refrigerated 
Cases Cuts Shopwell Energy Use by 
10-15% (May, p. 36) 

Standard of 1.5 Watts/Square Foot Yields 
Useful, Economical Lighting (July, p. 


27) 

Blackouts Can Threaten Business Inven- 
tory; Minimize Losses with Backup 
Power Supplies (July, p. 26) 

Don’t Be Fooled By Energy ‘Gimmicks’; 
Right Choices Cut Costs 10-40% (Aug. 
p. 26) 

Skimping on Initial Electrical System Can 
Produce High Maintenance Bills (Oct. 
p. 34) 


Equipment 


Ill-Considered Equipment Choices Can 
Turn Super Into Bacteria Farm (Jan., 
p. 30) 

Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

New Checkstand Options, Revamped 
Store Design Prompt Reshuffling of 
Front End Merchandise (Feb., p. 40) 

Checkout Seale Fans Cite Accuracy, Pro- 
ductivity (Feb., p. 46) 

Some Retailers Aren’t Convinced of 
Front-End Scale Benefits (Feb., p. 46) 

Dual HVAC Systems Can Prove Most Eco- 
nomical in the Long Run (Mar., p. 28) 

Base Front End Design Decisions on Ex- 
pected Sales, Equipment Needs (Apr., 
p. 20) 

Computer System Sets Individual Per- 
formance Standards; Tells Warehouse 
Workers Whether They’re Measuring 
Up (May, p. 12) 

Energy Conservation Remains Top Con- 
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cern of Refrigeration Equipment Us- 
ers, Suppliers Say (May, p. 31) 

Print Bar Code Labels In-House With 
Versatile Dot-Matrix Printers (May, p. 
44) 

Pre-planning Can Save a Bundle When It 
Come .o Refrigeration (May, p. 46) 
Supermarket Lighting System Must Identi- 

fy Product, Create Comfort June, p. 28) 

Try Many Computers Instead of One to 
Tailor Solutions to User Needs (Oct. p. 
32) 

Data Without Scanner Is Minicomputer 
Goal (Nov., p. 1) 

Store Planners’ Equipment Directory 
(Nov., p. 28) 


Express Lane 


Generics Lose ‘Specialty’ Image, But Re- 
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main Good Traffic Builders (July, p.4) 

Growth of Business Is Prime Concern of 
Future Executives (July, p. 4) 

Grocery Bags Double as Coupon Carriers 
(July, p. 4) 

Exec Warns Scanning Data Won’t Accu- 
rately Reflect Grocery Industry (Aug. 
p. 4) 

HBA Outpoints GM In Sales-to-Space Ra- 
tio, SB Calculations Show (Aug., p. 4) 

When Dust Has Cleared, Independents 
Will Rule Warehouse Store Roost 
(Sept., p. 4) 

Have Suppliers Lost That Loving Feeling 
About UPC Accuracy? (Sept., p. 4) 
1980-85 Shapes Up As Toughest Period 
For Shelf Space War (Sept., p. 4) 
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Financial 


Self Insurance Plus Safety Can Put $$ in 
Your Pocket (Jan., p. 1) 

One Way to Profit from Idle Space: Rent It 
to a Bank (VJan., p. 1) 

Internal Auditor’s Role to Grow as Com- 
puter Ability Expands in ’80’s (Feb., p. 
28) 

Rehab Tax Credit Can Recoup 10% (Feb., 
p. 19) 

Computerized Clearance Halves HEB Bad 
Checks (Feb., p. 44) 

Here’s a System to Help You Avoid Over- 
looking Supplier Allowances (Mar., p. 
22) 


Store Performance Analysis Aids Remod- 
eling Decisions (Mar., p. 26) 
Barter: How to Turn Unwanted Inventory 





Starting in 


sanuary, your 


customers 


ill get a soft 


touch from 


Morton Water 


an eae 


a 


when softness counts 


Softening 
oo TER ae 


Touch Promotion motivates your cus- 
tomers two ways: with a coupon 
good for a free bar of Dial soap and 
a super soft Morton Girl bath towel. 


Your customers will receive a store 
coupon good for a free bar of any 
size Dial soap for two proofs of pur- 
chase from Morton® Pellets, Morton® 
Super Pellens® Morton® White 
Crystal® Salt or K.D. Solar water 
softening salt. 

They can also receive a luxuriously 
soft, 100% cotton velour MARTEX® 
Invitation towel with our Morton Girl 
tastefully embroidered on the hem. 
This elegant 25” x 50” towel is a 
bargain at $11.95 plus two addi- 
tional proofs of purchase from the 
same Morton® products. 


This Soft Touch Program kicks 
off January 18th with a full 
page, four-color free standing 
insert, in Sunday newspapers. 
It will go to over 17 million 
hard water customers. 


Your support also includes 
two types of high-impact, 
four-color displays, extra 
order pads, ad mats, 
survey sheets and a 
special incentive 
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Into Goods and Services You Need 
(Mar., p. 54) 

Exploding Interest Rates Will Halt Some 
Chains’ Construction Next Year (Apr., 
p. 4) 

Simple Calculations Reveal Financial Im 
pact of Promotion, Advertising, Price 
Changes (Apr., p. 12) 

Return-on-Net-Worth Ratio Tells Grocers 
How Their Investments Are Growing 
(Apr., p. 12) 

Forward-Buying Formulas Are Essential to 
Make Sure Costs Don't Outweigh Bene 
fits (Apr., p. 54) 

Custom Price/Profit Analyses Aid Retailers 
(May, p. 9) 

Compare Margins to Supply on Hand to 
Maximize Perishables’ Profit (May, p 
48) 

FMI Committee Is Optimistic About 
Strides to Help Smaller Companies 
Switch to LIFO (June, p. 10) 

Bank Credit Cards: Too Costly? (July, p 
1) 

Consider Present, Future Values of Mon 
ey When Choosing Lease, Insurance 
Payment Plans (July, p. 24) 

30 of 50 top Chains Net 1% in ‘79 (Oct., p 
1) 

Remodel, Expand, Relocate? Gravity 
Model Tells Likely Result (Nov., p. 24) 

Insist on Discount Period Based Upon Date 
Invoice or Goods Actually Delivered 
(Dec., p. 32 


Foodservice 


Foodservice Boosts Volunte Up to 40% for 
Some Chains (Jan., p. 1) 

Stress ‘Fresh’: Key Ingredient for Higher 
Restaurant Sales (Jan 1° 1) 

Fast Food Competition: Shbe Now On Other 
Foot? (Jan., p. 3) 

Staff Training, Morale Help Foodservice 
Succeed (Jan., p. 37) 

The Fast Food Issue: Who Is Preparing 
Meals? (Jan., p. 39) 

Offering Limited-Time Menu Specials 
Draws Customers Into Store Restau 
rants (Jan., p. 40) 

Stress Skills to Spur Waitress Pride (Jan., 
p. 40) 

High Quality Food, Aggressive Presenta 
tion Heat Up Delicatessen Lunch, Sup 
per Sales (Jan., p. 42) 

Trade Area Plays Role in Restaurant's Suc 
cess (Jan., p. 44) 

Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

Post-Election Climate, Food service Im 

pact, GM To Highlight NFBA Convention 

Slated for December (Nov., p. 4) 


Front End 


New Checkstand Options, Revamped Store 
Design Prompt Reshuffling of Front 
End Merchandise (Feb., p. 40) 

Checkout Scale Fans Cite Accuracy, Pro 
ductivity (Feb., p. 46) 

Some Retailers Aren't Convinced of Front- 
End Scale Benefits (Feb., p. 46) 

Forestall Front End Frenzy With Thought 
ful Design (Feb., p. 48) 

Base Front End Design Decisions on Ex 
pected Sales, Equipment Needs (Apr., 
p. 20) 

Get Share of Checkout’s Annual $1.7 Billion 
in Sales With ‘Hard Line’ Approach to 
Merchandising Selection (June, p. 44) 

Grocers Try Promotions, Front-End Dis- 
plays To Weaken Resistance to Rising 
Candy Prices (Sept., p. 70) 


Frozen Foods 


NFFA Publishes Frozens Study (Jan., p. 
6) 

Frozen Treats ‘Hot’ as Top Brands Surge 
(Mar., p. 6) 

Energy, Space Management, Training 
Called Biggest Frozen Food Chal- 
lenges (May, p. 1) 

Microwave Foods to Grow 10+% in 1980, 
Aided by Rising Oven Sa'es, Wide 
Product Choice (May, p. 66) 

Manufacturers Put Quality in New Frozens; 
Say Consumers Look for This in 
Products (May, p. 69) 

Lack of Management, Employee Attention 
May Slow Frozen Food Industry 
Growth (June, p. 16) 
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Are Your Frozen Food Sales Softening? 
It's Time to Turn Up Ad, Promo Heat 
(Sept., p. 1) 

Buyers Report Frozen Food Sales Up 10 
Percent (Sept., p. 95) 


General Merchandise 


Supers Tell How to Succeed With High- 
Ticket GM (Feb., p. 1) 

Three Stumbling Blocks Stymie GM/HBA 
Profits (Mar., p. 1) 

Impatience Can Cost Business When 
Building GM Categories (Aug., p. 1) 
GM's Missing Voice Led to GMDC’'s Birth; 
Now That Voice Speaks Out Loud and 

Clear (Aug., p. 12) 

Rack Jobbers Began the Push for Non-food 
Sales, Setting Stage for Today's Billion 
Dollar Industry (Aug., p. 14) 

What Consumers Spend for Ger-ral Mer- 
chandise/HBA (Sept., p. 56) 

Oils, Additives Lead GM In 1979 w/41.3% 
Gain/CES (Sept., p. 1) 

What Consumers Spend for Other General 
Merchandise (Sept., p. 60) 

GMW/HBA Grocery Sales Up $2.5 Billion in 
‘79 As Supermarkets Tap Certain Key 
Categories (Sept., p. 107) 


Generics 


Resistance to Generics May Be Unwise 
Strategy (May, p. 14) 

Beware! Price Surveys Can Be Way Off 
Base Because of Generics (June, p. 4) 
Generics Lose ‘Specialty’ Image But Re- 
maiii Good Traffic Builders (July, p. 4) 
Content Labeling Helps Attract Shoppers 

to Generics (Aug., p. 6) 

Generic Coffee, Tea Popular in Depressed 
Economy But Big-Name Brands Still 
Hold Their Own (Oct., p. 29) 

Generics Still Gaining, Says SAMI Data 
(Nov., p. 1) 

Get Ready for Generics Chic (Dec., p. 3) 

Generic Cigarettes Selling Well in Some 
Stores, But Industry Believes Market 
for Them Is Small (Dec., p. 26) 


Government 


Massachusetts Food Firms Fund Cleanup 
as Alternative to Bottle Bill (Dec., p. 9) 


Health and Beauty Aids 


Three Stumbling Blocks Stymie GM/HBA 
Profits (Mar., p. 1) 

Diet Aids Capture More Attention as Vol- 
ume Surges (Apr., p. 1) 

HBA Grabs 4% of Sales From 2.3% of 
Store Space (Apr., p. 1) 

Buyers Predict Cosmetics Will Snare 

7.2% of HBA Volume This Year, Up 
From 15.7 in 1978 (Apr., p. 32) 

In-Store Pharmacies Increase Total Sales 
as Consumer Confidence and Rx Count 
Rise (Apr., p. 38) 

New Supplier Ad Campaigns, High Mar- 
gins Prompt Cosmetic Space Hikes of 
5-50% (Apr., p. 42) 

Reduced Supplier Inventory, Shipping 
Prohlems Aggravate Chains’ HBA Out- 
‘ xk Headaches (Apr., p. 44) 

Rac bers Began the Push for Non-food 
‘ ». Setting Stage for Today's Billion- 
Dollar Industry (Aug., p. 14) 

What Consumers Spend for General Mer- 
chandise/HBA (Sept., p. 56) 

HBA Sales Jump 14% in 1979 to $6.77 
Billion; Shampoo, Toothpaste Still Hold 
Top Two Spots (Sept., p. 103) 

GM/HBA Grocery Sales Up $2.5 Billion in 
‘79 As Supermarkets Tap Certain Key 
Categories (Sept., p. 107) 

Growth of Key Markets, Good Profits Spur 
Revitalization of HBA Sections (Oct., 
p. 1) 


Independents 


Flexibility Can Aid Independents in Trou- 
bled Economy (Mar., p. 6) 

Study Pinpoints Independents’ GM/HBA 
Progress (Mar., p. 30) 

Small-Town Stores Do Best Among Inde- 
pendent Supers (Mar., p. 31) 

Good Positioning Builds Independents’ 
Profits (May, p. 1) 


Independents Gain Size, Sales By Honing 
Competitive Edge (July, p. 1) 

SB Study Traces 10 Years of Independent 
Growth Wuly, p. 3) 

Fear of Discounters Keeps Independents 
from Pushing GM (July, p. 4) 

Gromer’s Aggressive, Super-Efficient 
Style Helps te Rake in $400,000 in 
Weekly Sales (July, p. 42) 

Casey Jones Philosophy: Consolidation 
Doubles Independent's Profits (July, p. 
43) 

Independent Ingenuity Helps B&L Super- 
market Net 30-40% Profits from Deli 
Dept. (July, p. 44) 

*Y’ all Come Back’ Courtesy Is Compton's 
Edge (July, p. 46) 

Independents Use Contrasting Styles In 
Tough Market (July, p. 47) 

‘Try-Anything’ Spirit Spurs Small-Town 
Success (Aug., p. 18) 

40% Expansion Doubles Independent's 
Sales; Strong Meat Image Brings 30% 
of Total Store (Aug., p. 31) 

When Dust Has Cleared, Independents 
Will Rule Warehouse Store Roost 
(Sept., p. 4) 

‘Depot Within Store’ Moves Cases at 8% 
Above Wholesale (Oct., p. 6) 

Outdoor Produce Festivals Profitable at 
Resor’s; Distribution Increases 4 to 5 
Times During Sale (Oct., p. 26) 

Model Train, Other Ploys Add Playfulness 
to Store’s Merchandising (Oct., p. 31) 


Labor 


Some GM/HBA Distributors Cut Shelf 
Stocking as Labor, Energy Bills Take a 
Bigger Bite (Jan., p. 12) 

Take This Labor Scheduling Quiz; Receive 
Certificate for Scoring 100% (Jan., p. 
26) 

Convert Labor Savings Into Customer 
Services (Feb., p. 45) 

Mystery Reader Gets Perfect Score on 30- 
Question Scheduling Quiz (Apr., p. 23) 

Take Four-Step Action to Fend Off Union 
(May, p. 13) 

‘Modular’ Egg Merchandising Spurs Vol- 
ume, Cuts Labor Costs 40%, Breakage 
in Half (June, p. 22) 

Egg Program's Labor-Saving Details 
Boost Retailer's Daily Volume, Profits 
(June, p. 22) 

Grocers Don’t Always Budget for Train- 
ing: Kepner (Sept., p. 12) 

Good Grocery Scheduling Can Triple Pro- 
ductivity in Stocking, Displaying 
(Sept., p. 14) 

Well-Planned Backroom Eliminates Two 
Clerks, Saving $12,000-$18,000 (Sept., 
p. 19) 

Effective Training Cuts Labor Cost, Cre- 
ates Friendly, Happy ‘Climate’ (Oct., 
p. 38) 


Management 


Challenges of Energy, Productivity, Social 
Trends Highlight FMI Las Vegas Exec 
Conference (Feb., p. 4) 

More EDP-Generated ‘Like Stores’ Data 
Needed to Squelch Receiving Shenani- 
gans (Feb., p. 6) 

Profit-Building Tactics for the ’80’s Are 
Analyzed in SB Workshop (Feb., p. 8) 

‘Sorry, Charlie!’ Tuna Warns of Poor Ser- 
vice; Good Managers Kissed by ‘Char- 
lie’s Angels’ (Feb., p. 14) 

How to Become a Guest on Local TV, 
Radio (Feb., p. 16) 

FMI Ad Seminar Offers Chance to Pin- 
point Variables of Success (Feb., p. 18) 

Convert Labor Savings Into Customer 
Services (Feb., p. 45) 

Most Retailers Have Systems for Han- 
dling Unread UPC’s (Feb., p. 51) 

Try 3 Rules to Trim Cost of New Product 
Development (Feb., p. 59) 

Use Computer Tools to Assess Store’s Re- 
modeling Needs (Mar., p. 1) 

NAWGA Show Spotlights New Thrusts 
Needed to Raise 1980's Productivity 
(Mar., p. 1) 

Flexibility Can Aid Independents in Trou- 
bled Economy (Mar., p. 6) 

Involving Workers Boosts Productivity 
(Mar., p. 9) 

TV System Strengthens Firm’s Link With 
Stores (Mar., p. 9) 

Guard Against Fraud in Purchasing De- 


partment With Competitive Bidding 
Policy, Paper Controls (Mar., p. 10) 

Here's a System to Help You Avoid Over- 
looking Supplier Allowances (Mar., p. 
22) 


Store Performance Analysis Aids Remod- 
eling Decisions (Mar., p. 26) 

Out-of-Stocks Point Up Need for More 
Store-Level Effort (Mar., p. 38) 

Can You Trim GM/HBA Space and Make 
Money? (Mar., p. 46) 

Barter: How to Turn Unwanted Inventory 
Into Goods and Services You Need 
(Mar., p. 54) 

Knowing What's in Food You Sell Will 
Give You an Edge (Apr., p. 1) 

Here Are 10 Ways to Win the Time Man- 
agement War (Apr., p. 3) 

Expert Advises: Resist Corporate Setups 
(Apr., p. 4) 

Suggests Method to Separate Stars From 
‘Dead Wood’ (Apr., p. 4) 

‘Me’ Generation Attitude Offers Motiva- 
tional Challenge to Grocers Pushing for 
Productivity Hikes in the 1980's (Apr., 
p. 6) 

Try Formal, Written Reprimand if Em- 
ployee Fails to Respond to Face-to- 
Face Warning (Apr., p. 11) 

Simple Calculations Reveal Financial Im- 
pact of Promotion, Advertising, Price 
Changes (Apr., p. 12) 

Return-on-Net-Worth Ratio Tells Grocers 
How Their Investments Are Growing 
(Apr., p. 12) 

Good Offense Needed Soon to Defuse 
Growing Shopper Anger (Apr., p. 14) 

Base Front End Design Decisions on Ex- 
pected Sales, Equipment Needs (Apr., 
p. 20) 

Mystery Reader Gets Perfect Score on 30- 
Question Scheduling Quiz (Apr., p. 23) 

Rating Sheet Helps Evaluate Employees 
on Job Performance (Apr., p. 30) 

Forward-Buying Formulas Are Essential 
to Make Sure Costs Don’t Outweigh 
Benefits (Apr., p. 54) 

Energy, Space Management, Training 
Called Biggest Frozen Food Chal- 
lenges (May, p. 1) 

Good Positioning Builds Independents’ 
Profits (May, p. 1) 

Productivity, Inflation Key Issues at FMI 
(May, p. 1) 

Pace of Mergers in Food Industry Appears 
to Be Slowing (May, p. 6) 

Millions in Federal Funds Available to Su- 
permarkets for Projects Which Would 
Aid Inner-City Development (May, p. 
7) 

Custom Price/Profit Analyses Aid Retail- 
ers (May, p. 9) 

Emergency Plan Can Keep Busines Going 
During Strike; Checklist Should Cover 
Sales, Distribution, Communication 
(May, p. 9) 

Administrative Productivity Begins in 
Mail Room (May, p. 10) 

Computer System Sets Individual Per- 
formance Standards; Tells Warehouse 
Workers Whether They’re Measuring 
Up (May, p. 12) 

Take Four-Step Action to Fend Off Union 
(May, p. 13) 

Resistance to Generics May Be Unwise 
Strategy (May, p. 14) 

H.E.B. Managers Prepare for 1980's With 
25-30 Professional Programs, Work- 
shops (May, p. 22) 

Firing an Employee? Do So in 3 Careful 
Steps (May, p. 30) 

Pre-planning Can Save a Bundle When It 
Comes to Refrigeration (May, p. 46) 
In-Store Survey Can Hike Sales 20% If 
Properly Organized, Interpreted (May, 

p. 51) 

Space Management Programs Are De- 
scribed as Keys to Higher Sales, Profit, 
Turnover (May, p. 78) 

ECR Data Helps Chain Boost Productivity 
(June, p. 1) 

Execs Suggest Ways to Cope With Infla- 
tion (June, p. 5) 

Strong Second-Half Public Relations Ef- 
fort Aims to Offset Possible Inflation 
Surge (June, p. 6) 

Analyze Your Competition’s Strengths 
and Weaknesses Before Choosing One 
of Four Market ‘War’ Strategies (June, 
p. 10) 

FMI Committee Is Optimistic About 
Strides to Help Smaller Companies 
Switch to LIFO Wune, p. 10) 

Don’t Volunteer Information During FDA 
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Inspections (June, p. 16) 

Issue Own Courtesy Cards, Loss Preven- 
tion Exec Advises June, p. 16) 

Retailers Enlist Computers, Paper Con- 
trols to Keep Watch Over Snack, Bev- 
erage DSDs (June, p. 36) 

Super Valu Seminar Maps Scan Path for 
Stores (Oct., p. 1) 

Research Conducted for Scan Seminar 
Documents Merchandising Importance 
(Oct., p. 9) 

Minyard’s Loss Prevention Program Re- 
duces Shrink; Internal and External 
Theft Kept to a Minimum (Oct., p. 10) 

Try Many Computers Instead of One To 
Tailor Solutions to User Needs (Oct., p. 
32 





) 
Skimping on Initial Electrical System Can 
Produce High Maintenance Bills (Oct., 
p. 34) 
Effective Training Cuts Labor Cost, Cre- 
ates Friendly, Happy ‘Climate’ (Oct., 


p. 38) 

Data Without Scanner Is Minicomputer 
Goal (Nov., p. 

Picking Data Processing Priorities De- 
pends on Defined Company Goals 
(Nov., p. 22) 

Remodel, Expand, Relocate? Gravity 
Model Tells Likely Result (Nov., p. 24) 

Top Management Task Force Cuts Mott’s 
Shrink (Dec., p. 1) 

Insist on Discount Period Based Upon 
Date Invoice or Goods Actually Deliv- 
ered (Dec., p. 32) 


Management Ideas 


Code Warehouse Items ‘A,’ ‘B’ or ‘C’ Ac- 
cording to Reordering Importance 
(Jan., p. 32) 

Rehab Tax Credit Can Recoup 10% (Feb., 
p. 19) 

Compare Margins to Supply on Hand to 
Maximize Perishables’ Profit (May, p. 
48 


) 

Track Time In Store, Units Delivered to 
See DSD Vendor Productivity June, p. 
30) 

Deceived by Inflation? Here’s How to 
Gauge’ True Productivity (Aug., p 22) 

Good Grocery Scheduling Can Triple Pro- 
ductivity in Stocking, Displaying 
(Sept., p. 14) 

Insist on Discount Period Based Upon 
Date Invoice or Goods Actually Deliv- 
ered (Dec., p. 32) 


Meat 


Gourmet Poultry Pushes Western Market 
(Jan., p. 48) 

Promoting Beef Family Packs, Subprimals 
Can Boost Volume (Feb., p. 1) 

Pork Now One of Best Meat Values; Pro- 
moted Right, It’s a Profit Boon (Feb., 
p. 30) 

Aggressive Meat Price Strategy Increases 
Store Sales 27% (Apr., p. 4) 

Merchandising Subprimal Cuts Saves $$ 
for Consumer and Retailer (Apr., p. 27) 

Tout Price Stability of Beef, Pork to Clear 
Misconceptions, Hike Sales (June, p. 
32 


National Branding Could Boost Poultry 
Sales 8-11% WJuly, p. 11) 

Meat Board Warns Retailers That Choles- 
terol Facts Are Not All In (Aug., p. 21) 

Pork, Poultry Sales Increase as Consum- 
ers Shun Costly Beef (Sept., p. 1) 

Sell Meat By Telling Serving Size (Sept., 
p. 11) 

Can You Answer These 27 Most Frequent- 
ly Asked Meat Questions? (Oct., p. 36) 

Nobody Gets Perfect Score on October 
Issue Meat Quiz (Dec., p. 35) 

Meat Room Tonnage Still the Same, But 
Today’s High Costs Mandate Stream- 
lined Design (Dec., p. 36) 

Plot Strategy Now to Blunt Impact of ’81 
Meat Price Hikes (Dec., p. 38) 


Meeting the Technolo 
Challenge . 


Know Pitfalls of Data Processing to Head 
Off Trouble in Advance (Jan., p. 28) 
Internal Auditor’s Role to Grow as Com- 

puter Ability Expands in ’80’s (Feb., p. 
28) 
Needed: A Company-wide Strategy for 
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Making Best Use of Scan Data (Mar., p. 
25) 


On-Line Meat Merchandising System 
Shows Impact of Retail Strategies 
(Apr., p. 26) 

Print Bar Code Labels In-House With 
Versatile Dot-Matrix Printers (May, p. 


44) 

Price Removal Forces Discipline; Benefits 
Shopper as Well as Retailer Wuly, p. 
29) 


Use of Sean Data to Improve Profits Is 
Goal of FMI Education Series (Aug., p. 
23) 

Pinpoint What You Want to Know Before 
Embarking on Scan Research (Sept., 
25) 


Try Many Computers Instead of One To 
Tailor Solutions to User Needs (Oct., p. 
32) 

Picking Data Processing Priorities De- 
pends on Defined Company Goals 
(Nov., p. 22) 

Create Position of ‘Computer Specialist’ to 
Ease Shortage of Technical Expertise 
(Dec., p. 34) 


Merchandising 


If Your Auto Accessories Lag Far Behind 
Oil, Try New Assortment, Joint Oil/ 
Additive Promos (Jan., p. 10) 

Move Dried Fruits, Nuts to Produce De- 
partment to Increase Exposure and 
Improve Sales (Jan., p. 22) 

Promoting Beef Family Packs, Subprimals 
Can Boost Volume (Feb., p. 1) 

Male-Oriented HBA Will Get Own Section 
(Feb., p. 4) 

Sloppy Racks, Bad Location Hurt Maga- 
zine Sales (Mar., p. 12) 

Service Merchandisers: A Mixed Blessing? 
(Mar., p. 39) 

Merchandising Subprimal Cuts Saves $$ 
for Consumer and Retailer (Apr., p. 27) 

New Merchandising Rules Are Being 
Written Daily (May, p. 3) 

Good Merchandising Is Integrated With 
Totai Supermarket Operation (May, p. 
49) 

‘Cheese Shop’ Merchandising Can In- 
crease Sales by 50% (June, p. 1) 

Lack of Aggressive Merchandising Is 
Stumbling Block In Maximizing Greet- 
ing Card Sales, Supplier Asserts (June, 
p- 11) 

Summer Promotion Coupling Limes With 
Mineral Water Could Double Lime 
Sales in the Produce Department 
(June, p. 12) 

‘Modular’ Egg Merchandising Spurs Vol- 
ume, Cuts Labor Costs 40%, Breakage 
in Half June, p. 22) 

Merchandising, Operating Strategy Must 
Be Adaptable to Future Needs (June, 
p. 31) 

Get Share of Checkout’s Annual $1.7 Bil- 
lion in Sales With ‘Hard Line’ Approach 
to Merchandising Selection (June, p. 
44) 

Merchandise and Promote Your Food Bar- 
gains As Shoppers ‘Trade Down’ to 
Low-Cost Groceries (July, p. 14) 

Placing Floral Department Away From 
Produce Keeps Supermarket Plants 
and Flowers Fresh (Aug., p. 20) 

Quality Eggs, Yogurt Section Draw Shop- 
pers, But Backbone Is Attention to 
Merchandising Basics (Aug., p. 30) 

Imported, Super Premium, Generic Beers 
Gain As Grocers Pull Out All Merchan- 
dising Stops (Sept., p. 64) 

Grocers Try Promotions, Front-End Dis- 
plays To Weaken Resistance to Rising 
Candy Prices (Sept., p. 70) 

Retailers Push Large-Size Snack Pack- 
ages; Also Stress Cross-Merchandis- 
ing, Promotions (Sept., p. 85) 

‘Deput Within Store’ Moves Cases at 8% 
Above Wholesale (Oct., p. 6) 

Research Conducted for Scan Seminar 
Documents Merchandising Importance 
(Oct., p. 9) 

In Cross-Merchandising, The Unexpected 
Tie-in of Food and Nonfood Triggers 
Impulse Sales (Oct., p. 14) 

Outdoor Produce Festivals Profitable at 
Reasor’s; Distribution Increases 4 to 5 
Times During Sale (Oct., p. 26) 

Model Train, Other Ploys Add Playfulness 
to Store’s Merchandising (Oct., p. 31) 

20 Great Ideas on How to Add Some 
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Oomph to Routine Holiday Merchan- 
dising (Nov., p. 20) 

Consumer Affairs Director Promotes Mon- 
ey-Saving Nutrition Tips (Dec:, p. 16) 


Operations 


Foodservice Boosts Volume Up to 40% for 
Some Chains WJan., p. 1) 

One Way to Profit from Idle Space: Rent It 
to a Bank WJan., p. 1) 

Some GM/HBA Distributors Cut Shelf 
Stocking as Labor, Energy Bills Take a 
Bigger Bite Wan., p. 12) 

Code Warehouse Items ‘A’, ‘B’ or ‘C’ Ac- 
cording to Reordering Importance 
(WJan., p. 32) 

Offering Limited-Time Menu Specials 
Draws Customers Into Store Restau- 
rants (Jan., p. 40) 

High Quality Food, Aggressive Presenta- 
tion Heat Up Delicatessen Lunch, Sup- 
per Sales WJan., p. 42) 

To Cash In on Scanning Data, First Tight- 
en Your Operation (Feb., p. 1) 

More EDP-Generated ‘Like Stores’ Data 
Needed to Squelch Receiving Shenani- 
gans (Feb., p. 6) 

Fingerprint to Minimize Bad Check Losses 
(Feb., p. 13) 

Internal Auditor’s Role to Grow as Com- 
puter Ability Expands in ‘80's (Feb., p. 


Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

New Checkstand Options, Revamped 
Store Design Prompt Reshuffling of 
Front End Merchandise (Feb., p. 40) 

Convert Labor Savings Into Customer 
Services (Feb., p. 45) 

Forestall Front End Frenzy With 
Thoughtful Design (Feb., p. 48) 

Most Retailers Have Systems for Han- 
dling Unread UPC’s (Feb., p. 51) 

Use Computer Tools to Assess Store’s Re- 
modeling Needs (Mar., p. 1) 

Detailed Agreement Saves Grocery Firm 
$18,000, Legal Hassle (Mar., p. 4) 
GM/HBA’s Coding Problem: UPC vs. OCR 
Issue Still Unresolved (Mar., p. 4) 
TV System Strengthens Firm’s Link With 

Stores (Mar., p. 9) 

Guard Against Fraud in Purchasing De- 
partment With Competitive Bidding 
Policy, Paper Controls (Mar., p. 10) 

Here’s 9 System to Help You Avoid Over- 
looking Supplier Allowances (Mar., p. 
22) 


Needed: A Compapry-wide Strategy for 
Making Best Use of Scan Data (Mar., p. 
25) 

Store Performance Analysis Aids Remod- 
eling Decisions (Mar., p. 26) 

Dual HVAC Systems Can Prove Most Eco- 
nomical in the Long Run (Mar., p. 28) 

Out-of-Stocks Point Up Need for More 
Store-Level Effort (Mar., p. 38) 

Can You Trim GM/HBA Space and Make 
Money? (Mar., p. 46) 

Suggests Method to Separate Stars From 
‘Dead Wood’ (Apr., p. 4) 

Utility Cost Hikes Make Cutting Energy 
Bills a Losing Battle (Apr., p. 4) 

Chain’s Bakery Department Captures 7% 
of Store Sales (Apr., p. 5) 

Try Formal, Written Reprimand if Em- 
ployee Fails to Respond to Face-to- 
Face Warning (Apr., p. 11) 

Base Front End Design Decisions on Ex- 
pected Sales, Equipment Needs (Apr., 
p. 20) 

On-Line Meat Merchandising System 
Shows Impact of Retail Strategies 
(Apr., p. 26) 

Rating Sheet Helps Evaluate Employees 
on Job Performance (Apr., p. 30) 

In-Store Pharmacies Increase Total Sales 
as Consumer Confidence and Rx Count 
Rise (Apr., p. 38) 

Forward-Buying Formulas Are Essential 
to Make Sure Costs Don’t Outweigh 
Benefits (Apr., p. 54) 

Eight Categories Key Targets of Space 
Shuffle (May, p. 1) 

Emergency Plan Can Keep Business Going 
During Strike; Checklist Should Cover 
Sales, Distribution, Communication 
(May, p. 9) 

Computer System Sets Individual Per- 
formance Standards; Tells Warehouse 
Workers Whether They’re Measuring 
Up (May, p. 12) 

Salads, Fruit Trays Sell at 300/Week Clip; 


Bring Returns of 32-33% to Produce 
Departments (May, p. 20) 

H.E.B. Managers Prepare for 1980's With 
25-30 Professional Programs, Work- 
shops (May, p. 22) 

Energy Conservation Remains Top Con- 
cern of Refrigeration Equipment Us- 
ers, Suppliers Say (May, p. 31) 

Computerized Shutoff of Refrigerated 
Cases Cuts Shopwell Energy Use by 
10-15% (May, p. 36) 

Stop & Shop Labs Test 10-15 Products 
Daily (May, p. 37) 

Print Bar Code Labels In-House With 
Versatile Dot-Matrix Printers (May, p. 
44) 

Pre-planning Can Save a Bundle When It 
Comes to Refrigeration (May, p. 46) 
In-Store Survey Can Hike Sales 20% If 
Properly (Organized, Interpreted (May, 

p. 51) 

Space Management Programs Are De- 
scribed as Keys to Higher Sales, Profit, 
Turnover (May. p. 78) 

Recycling Pays Safeway’s Full Waste Re- 
moval Cost (June, p. 1) 

ECR Data Helps Chain Boost Productivity 
(June, p. 1) 

Don’t Press Panic Button During Inven- 
tory Crunch June, p. 3) 

Stop & Shop’s Recycled Packaging Cam- 
paign Calls Attention to Waste Dispos- 
al Issues (June, p. 4) 

Perspective Is Important When Interpret- 
ing Scan Data (June, p. 9) 

Analyze Your Competition’s Strengths 
and Weaknesses Before Choosing One 
of Four Market ‘War’ Strategies (June, 
p. 10) 

Keg Beer Sales Allow Retailer to Tap Ex- 
tra Profits (June, p. 14) 

Don’t Volunteer Information During FDA 
Inspections (June, p. 16) 

Issue Own Courtesy Cards, Loss Preven- 
tion Exee Advises (June, p. 16) 

Don’t Overlook Profitability of General 
Merchandise When Setting Up or Con- 
verting to Warehouse Store (June, p. 
17) 

Egg Program’s Labor-Saving Details 
Boost Retailer’s Dairy Volume, Profits 
(June, p. 22) 

Store/Hest Communications, Automatic 
Reordering Are Two Entries on Iando- 
lis Data Processing Agenda (June, p. 
24) 

Distributors Cut Inventories, Adjust De- 
liveries in Effort to Ease Painful Econ- 
omy Pinch (June, p. 27) 

Wholesalers Have Mixed Opinions on Sep- 
arate GM Warehouses; They Like Add- 
ed Room, But Fear Additional Cost 
Involved (June, p. 27) 

Supermarket Lighting System Must Iden- 
tify Product, Create Comfort (June, p. 
28) 

Track Time In Store, Units Delivered to 
See DSD Vendor Productivity (June, p. 
30) 

Retailers Shuffle Snack/Beverage Space to 
Link Departments, Promote Impulse 
Sales June, p. 34) 

Retailers Enlist Computers, Paper Con- 
trols to Keep Watch Over Snack, Bev- 
erage DSDs (June, p. 36) 

Bank Credit Cards: Too Costly? July, p. 


1) 

‘Debit’ System Will Electronically Switch 
Funds from Customers’ to Stores’ Bank 
Accounts (July, p. 6) 

Consider Present, Future Values of Mon- 
ey When Choosing Lease, Insurance 
Payment Plans (July, p. 24) 

Blackouts Can Threaten Business Inven- 
tory; Minimize Losses with Backup 
Power Supplies July, p. 26) 

Stendard of 1.5 Watts/Square Foot Yields 
Useful, Economical Lighting July, p. 
27 


Price Removal Forces Discipline; Benefits 
Shopper as Well as Retailer July, p. 
29) 


Knowing Market Area Demography Can 
Help You Meet Customer Needs WJuly, 
p. 30) 

Manufacturers Seek Tighter Coupon Con- 
trols As Yearly Cost of Misredemption 
Tops $175M (Wuly, p. 48) 

Does Too Much Guesswork Go Into EDP 
Programming (Aug., p. 3) 

Exec Warns Scanning Data Won't Accu- 
rately Reflect Grocery Industry (Aug., 
p. 4) 
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Build Traffic By Accepting Utility Pay- 
ments (Aug., p. 4) 

‘Frames’ Display Posters, Attract Notice 
(Aug., p. 4) 

Even Among Big Chains, Lax Store Secu- 
rity Permits Massive Theft, Recent 
‘Catches’ Reveal (Aug., p. 9) 

Deceived by Inflation? Here's How to 
Gauge True Productivity (Aug., p. 22) 

Use of Scan Data to Improve Profits Is 
Goal of FMI Education Series (Aug., p. 


23) 

Specific Price Strategy Is Vital On Today's 
Marketing Battlefield (Aug., p. 24) 
Don't Be Fooled by Energy ‘Gimmicks; 
Right Choices Cut Cost 10-40% (Aug., 

p. 26) 

Competitors Getting a Jump on You? Dis- 
cover Why With an Image Study (Aug., 
p. 27) 

1980-85 Shapes Up As Toughest Period for 
Shelf Space War (Sept., p. 4) 

Grocers Don't Always Budget for Train 
ing: Kepner (Sept., p. 12) 

Good Grezery Scheduling Can Triple Pro 
ductivity in Stocking, Displaying 
(Sept., p. 14) 

Well-Planned Backroom Eliminates Two 
Clerks, Saving $12,000-$18,000 (Sept., 
p. 19) 

Coupons Are Good Promo Tool ... But 
Not in Every Market Area (Sept., p 
23) 

Pinpoint What You Want to Know Before 
Embarking on Scan Research (Sept., p. 
25) 

Don't Raise Gross Profit Margins to Make 
Up for Sloppy Operation (Sept., p. 27) 

Super Valu Seminar Maps Scan Path for 
Stores (Oct., p. 1) 

Coupon Dollar Redemption Up 76.3 Per 
cent; Tom Thumb Reacts With Con 
sumer Coupon Center (Oct., p. 4) 

Research Conducted for Scan Seminar 
Documents Merchandising Importance 
(Oct., p. 9) 

Minyard’s Loss Prevention Program Re 
duces Shrink; Internal and External 
Theft Kept to a Minimum (Oct. p. 10) 

Try Many Computers Instead of One To 
Tailor Solutions to User Needs (Oct., p 
32) 

Skimping on Initial Electrical System Can 
Produce High Maintenance Bills (Oct. 
p., 34) 

Effective Training Cuts Labor Cost, Cre- 
ates Friendly, Happy ‘Climate’ (Oct., 
p. 38) 

Data Without Scanner Is Minicomputer 
Goal (Nov., p. 1) 

Fingerprinting Thwarts Rubber Check 
Passers In The West (Nov., p. 4) 

Trading Stamps Prove Good Tool at Publix 
Program Expands to 13 Jacksonville 
Stores (Nov., p. 4) 

Stop & Shop ‘Pleased’ With Price Program 
(Nov., p. 6) 

A Giant Step for Giant (Nov., p. 14) 

Picking Data Processing Priorities De- 
pends on Defined Company Goals 
(Nov., p. 22) 

Remodel, Expand, Relocate? Gravity 
Model Telis Likely Result (Nov., p. 24) 

Store Planners’ Equipment Directory 
(Nov., p. 28) 

Troubled Store Goes Warehouse, Hikes 
Sales 75% (Dec., p. 1) 

Top Management Task Force Cuts Mott's 
Shrink (Dec., p. 1) 

Farm Fresh Supports Consumer Educa- 
tion With Week-Long Programs, 
Taste-Testing (Dec., p. 18) 


Pet Needs 


Flurry of Promos Seen on Canned Pet 
Food; Dry Food Growth Increases 
Category Tonnage (July, p. 18) 

What Consumers Spend for Household, 
Pet, Tobacco Products (Sept., p. 52) 
Pet Food Sections Win Additional Space, 
As Grocers Make Room for Wave of 

Products (Sept., p. 88) 


Photo Supplies 

Photo Finishing Boosts Film Sales Up to 
200%; Drop Box, Service Counter 
Draw Customers (Sept., p. 110) 


Produce 


Stop & Shop Contracts With 100 Local 


Growers (Jan., p. 4) 

Florist Group Welcomes Supermarketer 
Membership (Jan., p. 5) 

Move Dried Fruits, Nuts to Produce De- 
partment to Increase Exposure and 
Improve Sales (Jan., p. 22) 

Produce Pointers Boost Sales (Feb., p. 6) 

Guide Lists Produce Labeling Laws (Feb., 
p. 6) 

Wide Variety of Live Plants and Accesso- 
ries Helps Spring Garden Center Prof- 
its Flourish (Mar., p. 20) 

How Do You Spell Success? You Could Try 
C-0-N-T-E-S-T-S (Aug., p. 1) 

Placing Floral Department Away From 
Produce Keeps Supermarket Plants 
and Flowers Fresh (Aug., p. 20) 

Pricing Fresh Produce According to Size 
Helps Alterman’s Avoid Profit Loss 
from Deterioration (Aug., p. 35) 

What Consumers Spend for Perishable 
Products (Sept., p. 44) 

Sales arid Tonnage Up in Produce Depts.; 
Consumers Going Back to Basics With 
‘Fresh’ (Sept., p. 86) 

Outdoor Produce Festivals Profitable at 
Reasor’s; Distribution Increases 4 to 5 
Times During Sale (Oct.. p. 26) 


Profitable Store Engineering 


Ill-Considered Equipment Choices Can 
Turn Super Into Bacteria Farm 
(Jan., p. 30) 

Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

Dual HVAC Systems Can Prove Most Eco- 
nomical in the Long Run (Mar., p. 28) 

Base Front End Design Decisions on Ex- 
pected Sales, Equipment Needs (Apr., 
p. 20) 

Supermarket Lighting System Must Iden- 
tify Product, Create Comfort (June, p. 
2s) 

Standard of 1.5 Watts/Square Foot Yields 
Useful, Economical Lighting (July, p. 
27) 

Don't Be Fooled by Energy ‘Gimmicks’; 
Right Choices Cut Costs 10-40% (Aug., 
». 26) 

Well-Planned Backroom Eliminates Two 
Clerks, Saving $12,000-$18,000 (Sept., 
p. 19) 

Skimping on Initial Electrical System Can 
Produce High Maintenance Bills (Oct., 
p. 34) 

Meat Room Tonnage Still the Same, But 
Today's High Costs Mandate Stream- 
lined Design (Dec., p. 36) 


Promotions 


Radio Promo Pushes Produce by Offering 
Buying Tips (Jan., p. 7) 

No-Purchase Promos to Enjoy Growing 
Use in 80's: Study Jan., p. 8) 

80 Promotion Ideas Draw Shoppers in 1980 
(Jan., p. 13) 

Promoting Beef Family Packs, Subprimals 
Can Boost Volume (Feb., p. 1) 

Aggressive Meat Price Strategy Increases 
Store Sales 27% (Apr., p. 4) 

Sunshine Spotlights Nutrition: Getting 
More for Your Money (Apr., p. 7) 

Simple Calculations Reveal Financial Im- 
pact of Promotion, Advertising, Price 
Changes (Apr., p. 12) 

If You Don’t Post Refund Forms, You May 
Be Losing Customers and Sales ( May, 
p. 4) 

Giant to Suppliers: No More Coupons, Cut 
Prices Instead ( June, p. 1) 

Summer Promotion Coupling Limes With 
Mineral Water Could Double Lime 
Sales in the Produce Department 
(June, p. 12) 

Purity Stores’ London Broil Promotion 
Uses ‘Winter Barbecue’ for a Theme 
(June, p. 14) 

Retailers Shuffle Snack/Beverage Space to 
Link Departments, Promote Impulse 
Sales (June, p. 34) 

Beer and Wine Aimed at New Breed of 
Buyer Invite Longer, Special-Type 
Promotions ( June, p. 38) 

Pushing ‘Odd’ Fish Quadruples Sales 
(July, p. 1) 

Grocery Bags Double as Coupon Carriers 
(July, p. 4) 

Merchandise and Promote Your Food Bar- 
gains As Shoppers ‘Trade Down’ to 
Low-Cost Groceries (July, p. 14) 


Manufacturers Se k Tighter Coupon Con- 
trols As Yearly Cost of Misredemption 
Tops $175M (July, p. 48) 

Bugs Bunny Touts Unit Pricing to N.J. 
Shoppers (Aug., p. 4) 

T.V. Ads, Games Entertain Shoppers at 
A&P Checkouts (Aug., p. 6) 

Stores Feature More Deals to Keep Fizz in 
Soft Drinks (Sept., p. 1) 

Strong Promotion Still Remains the Best 
Bet for Intrusion Into the Security 
Market (Sept., p. 7) 

‘Deal’ Cookies Sell Best as Impulsive 
Shoppers Cut Back (Sept., p. 9) 

Coupons Are Good Promo Tool ... But 
Not in Every Market Area (Sept., p. 
23) 

Grocers Try Promotions, Front-End Dis- 
plays To Weaken Resistance to Rising 
Candy Prices (Sept., p. 70) 

Nutrition Emphasis and Manufacturer 
Support Help Boost Sales in Dairy Sec- 
tions (Sept., p. 76) 

Frequent Advertising, Manufacturers 
Allowances Bolster Cereal Sales Dur- 
ing Past Year (Sept., p. 82) 

Retailers Push Large-Size Snack Pack- 
ages; Also Stress Cross-Merchandis- 
ing, Promotions (Sept., p. 85) 

Dan's Supermarkets ‘Family Reading Cen- 
ter’ Hikes Sales 30% For Super Valu 
Franchise (Sept., p. 113) 

Promote ‘Gourmet’ Foods as ‘Quality’ 
Products To Deflate ‘Special Occasion 
Only’ Image (Sept., p. 118) 

Outdoor Produce Festivals Profitable at 
Reasor’s; Distribution Increases 4 to 5 
Times During Sale (Oct., p. 26) 

Trading Stamps Prove Good Tool at Publix; 
Program Expands to 13 Jacksonville 
Stores (Nov., p. 4) 

20 Great Ideas on How to Add Some 
Oomph to Routine Holiday Merchandis- 
ing (Nov., p. 20) 

Consumer Affairs Director Promotes Mon- 
ey-Saving Nutrition Tips: Super Bene- 
fits From Media Exposure (Dec., p. 16) 


Scanning 


SB Survey Shows Spurt in Scanning for 
Small Chains (Jan., p. 1) 

To Cash In on Scanning Data, First Tight- 
en Your Operation (Feb., p. 1) 

Most Retailers Have Systems for Han- 
dling Unread UPC’s (Feb., p. 51) 

First Controlled Scan Project Makes Town 
a Laboratory (Mar., p. 1) 

GM/HBA's Coding Problem: UPC vs. OCR 
Issue Still Unresolved (Mar., p. 4) 
Alpha Beta Offers Scanning Guarantee 

(Mar., p. 5) 

Needed: A Company-wide Strategy for 
Making Best Use of Scan Data (Mar., p. 
25) 

Print Bar Code Labels In-House With 
Versatile Dot-Matrix Printers (May, p. 
44) 

Perspective Is Important When Interpret- 
ing Scan Data (June, p. 9) 

‘Debit’ System Will Electronically Switch 
Funds from Customers’ to Stores’ Bank 
Accowits (July, p. 6) 

Blackouts Can Th-eaten Business Inven- 
tory; Minimize Losses With Backup 
Power Supplies (July, p. 26) 

Does Too Much Guesswork Go Into EDP 
Programming? (Aug., p. 3) 

Exec Warns Scanning Data Won't Accu- 
rately Reflect Grocery Industry (Aug., 
p. 4) 

Use of Scan Data to Improve Profits Is 
Goal of FMI Education Series (Aug., p. 
23) 

Have Suppliers Lost That Loving Feeling 
About UPC Accuracy? (Sept., p. 4) 
Pinpoint What You Want to Know Before 
Embarking on Scan Research (Sept., p. 

25) 

Super Valu Seminar Maps Scan Path for 
Stores (Oct., p. 1) 

Research Conducted for Scan Seminar 
Documents Merchandising Importance 
(Oct.. p. 9) 

Scannable Floral Merchandise Seen With- 
in 5 Years, As Retailers, Suppliers Re- 
alize the Advantages (Dec., p. 20) 


Security 


Do We Know Only the Tip of Security Loss 
Iceberg? (Feb., p. 3) 


More EDP-Generated ‘Like Stores’ Data 
Needed to Squelch Receiving Shenani- 
gans (Feb., p. 6) 

Fingerprint to Minimize Bad Check Losses 
(Feb., p. 13) 

Computerized Clearance Halves HEB Bad 
Checks (Feb., p. 44) 

Guard Against Fraud in Purchasing Depart- 
ment With Competitive Bidding Policy, 
Paper Controls (Mar., p. 10) 

Undercover Team Can Cut Internal Theft 
(Mar., p. 11) 

Jewel Starts ‘College’ Course for Retail Se- 
curity Officers (Apr., p. 6) 

Issue Own Courtesy Cards, Loss Prevention 
Exee Advises (June, p. 16) 

Retailers Enlist Computers, Paper Controls 
to Keep Watch Over Snack, Beverage 
DSDs (June, p. 36) 

How Do Employees Steal? Ex-Thief 
Knows 450 Ways (July, p. 1) 

Need, Excuse, Opportunity May Prompt 
Someone to Steal July, p. 9) 

Receiver-Vendor Collusion: ‘Bugging’ Re- 
veals How Dishonest Deals Are Made 
Guly, p. 10) 

Blackouts Can Threaten Business Inven- 
tory; Minimize Losses With Backup 
Power Supplies July, p. 26) 

Manufacturers Seek Tighter Coupon Con- 
trols As Yearly Cost of Misredemption 
Tops $175M (July, p. 48) 

Unchecked Vendors Steal One-Third of 
What They Supposedly Deliver You 
(Aug., p. 1) 

For Vendors, 2+2=5, 6 or Even 7; Sub- 
traction Is a Forgotten Skill (Aug., p. 8) 

Even Among Big Chains, Lax Store Secu- 
rity Permits Massive Theft, Recent 
‘Catches’ Reveal (Aug., p. 9) 

Under-30 Crowd Does Two-Thirds of 
Shoplifting (Sept., p. 5) 

Strong Promotion Still Remains the Best 
Bet for Intrusion Into the Security 
Market (Sept., p. 7) 

Stickers Remind Likely Shoplifters ‘It’s A 
Crime’ (Oct., p. 6) 

Minyard’s Loss Prevention Program Re- 
duces Shrink; Internal and External 
Theft Kept to a Minimum (Oct., p. 10) 

Fingerprinting Thwarts Rubber Check 
Passers In The West (Nov., p. 4) 


Snacks 


Track Time In Store, Units Delivered to See 
DSD Vendor Productivity June, p. 30) 

Retailers Shuffle Snack/Beverage Space to 
Link Departments, Promote Impulse 
Sales (June, p. 34) 

Retailers Enlist Computers, Paper Controls 
to Keep Watch Over Snack, Beverage 
DSDs (June, p. 36) 

‘Deal’ Cookies Sell Best as Impulsive 
Shoppers Cut Back (Sept., p. 9) 

Retailers Push Large-Size Snack Pack- 
ages; Also Stess Cross-Merchandis- 
ing, Promotions (Sept., p. 85) 


Speaking About Meat 


Pork Now One of Best Meat Values; Promot- 
ed Right, It’s a Profit Boon (Feb., p. 30) 
Merchandising Subprimal Cuts Saves $$ for 
Consumer and Retailer (Apr., p. 27) 
Tout Price Stability of Beef, Pork to Clear 
Misconceptions, Hike Sales (June, p. 32) 
Meat Board Warns Retailers That Choles- 
terol Facts Are Not All In (Aug., p. 21) 
Few Diet ‘Absolutes’ Found; Best Advice? 
Eat Sensibly (Aug., p. 21) 
Can You Answer These 27 Most Frequent- 
ly Asked Meat Questions? (Oct., p. 36) 
Nobody Gets Perfect Score on October 
Issue Meat Quiz (Dec., p. 35) 


Store Format & Development 


Rehab Tax Credit Can Recoup 10% (Feb., p. 
19) 

New Checkstand Options, Revamped Store 
Design Prompt Reshuffling of Front End 
Merchandise (Feb., p. 40) 

Forestall Front End Frenzy With Thought- 
ful Design (Feb., p. 48) 

Use Computer Tools to Assess Store’s Re- 
modeling Needs (Mar., p. 1) 

Store Performance Analysis Aids Remodel- 
ing Decisions (Mar., p. 26) 

Dual HVAC Systems Can Prove Most Eco- 
nomical in the Long Run (Mar., p. 28) 


SUPERMARKET BUSINESS 








Knowing Market Area Demography Can 
Help You Meet Customer Needs 
GWuly, p. 30) 

Consolidation Doubles Independent's 
Profits Wuly, p. 43) 

Competitors Getting a Jump on You? Dis- 
cover Why With an Image Study (Aug., 
p. 27) 

40% Expansion Doubles Independent's 
Sales; Strong Meat Image Brings 30% 
of Total Store (Aug., p. 31) 

Well-Planned Backroom Eliminates Two 
Clerks, Saving $12,000-$18,000 (Sept., 
p. 19) 

A Giant Step for Giant (Nov., p. 14) 

Remodel, Expand, Relocate? Gravity 
Model Tells Likely Result (Nov., p. 24) 

Troubled Store Goes Warehouse; Hikes 
Sales 75% (Dec., p. 1) 


Technology 


SB Survey Shows Spurt in Scanning for 
Small Chains WJan., p. 1) 

Know Pitfalls of Data Processing to Head 
Off Trouble in Advance (Jan., p. 28) 
ill-Considered Equipment Choices Can 
Turn Super Into Bacteria Farm (WJan., 

p. 30) 

To Cash In on Scanning Data, First Tight- 
en Your Operation (Feb., p. 1) 

More EDP-Generated ‘Like Stores’ Data 
Needed to Squelch Receiving Shenani- 
gans (Feb., p. 6) 

Internal Auditor’s Role to Grow as Com- 
puter Ability Expands in '80’s (Feb., p. 
28) 


Good Equipment Choice, Design Can Gain 
Fast Food Market for Deli (Feb., p. 35) 

New Checkstand Options, Revamped 
Store Design Prompt Reshuffling of 
Front End Merchandise (Feb., p. 40) 

Computerized Clearance Halves HEB Bad 
Checks (Feb., p. 44) 

Checkout Scale Fans Cite Accuracy, Pro- 
ductivity (Feb., p. 46) 

Some Retailers Aren’t Convinced of 
Front-End Scale Benefits (Feb., p. 46) 

Forestall Front End Frenzy With 
Thoughtful Design (Feb., p. 48) 

Most Retailers Have Systems for Han- 
dling Unread UPC’s (Feb., p. 51) 

Use Computer Tools to Assess Store’s Re- 
modeling Needs (Mar., p. 1) 


GM/HBA’s Coding Problem: UPC vs. OCR 
Issue Still Unresolved (Mar., p. 4) 

TV System Strengthens Firm’s Link With 
Stores (Mar., p. 9) 

Needed: A. Company-wide Strategy for 
Making Best Use of Scan Data (Mar., p. 
25) 

Store Performance Analysis Aids Remod- 
eling Decisions (Mar., p. 26) 

Dual HVAC Systems Can Prove Most Eco- 
nomical in the Long Run (Mar., p. 28) 

Print Bar Code Labels In-House With 
Versatile Dot-Matrix Printers (May, p. 
44) 

Base Front End Design Decisions on Ex- 
pected Sales, Equipment Needs (Apr., 
p. 20) 

Energy Conservation Remains Top Con- 
cern of Refrigeration Equipment Us- 
ers, Suppliers Say (May, p. 31) 

Computerized Shutoff of Refrigerated 
Cases Cuts Shopwell Energy Use by 
10-15% (May, p. 36) 

Pre-planning Can Save a Bundle When It 
Comes to Refrigeration (May, p. 46) 
ECR Data Helps Chain Boost Productivity 

(June, p. 1) 

Store/Hest Communications, Automatic 
Reerdering Are Two Entries on Iando- 
li's Data Processing Agenda (June, p. 
24) 

Supermarket Lighting System Must Iden- 
tify Product, Create Comfort (June, p. 
28) 

Retailers Enlist Computers, Paper Con- 
trols to Keep Watch Over Snack, Bev- 
erage DSDs (June, p. 36) 

‘Debit’ System Will Electronically Switch 
Funds from Customers’ to Stores’ Bank 
Accounts (July, p. 6) 

Blackouts Can Threaten Business Inven- 
tory; Minimize Losses with Backup 
Power Supplies (July, p. 26) 

Standard of 1.5 Watts/Square Foot Yields 
Useful, Economical Lighting WJuly, p. 
27) 

Does Too Much Guesswork Go Into EDP 
Programming? (Aug., p. 3) 

Exec Warns Scanning Daia Won't Accu- 
rately Reflect Grocery Industry (Aug., 
p. 4) 

T.V. Ads, Games Entertain Shoppers at 
A&P Checkouts (Aug., p. 6) 

Use of Scan Data to Improve Profits Is 


1980 Editorial Index 


Goal of FMI Education Series (Aug., p. 
23) 

Design Energy Controls Carefully, Don’t 
Be Fooled by ‘Gimmicks’; Right 
Choices Cut Costs 10-40% (Aug., p. 26) 

Pinpoint What You- Want to Know Before 
Embarking on Scan Research (Sept., p. 
25) 

Super Valu Seminar Maps Scan Path for 
Stores (Oct., p. 1) 

Research Conducted for Scan Seminar 
Documents Merchandising Importance 
(Oct., p. 9) 

Try Many Computers Instead of One To 
Tailor Solutions to User Needs (Oct., p. 
32) 

Skimping On Initial Electrical System Can 
Produce High Maintenance Bills (Oct. 
p. 34) 

Data Without Scanner Is Minicomputer 
Goal (Nov., p. 1) 

Fingerprinting Thwarts Rubber Check 
Passers In The West (Nov., p. 4) 

Picking Data Processing Priorities De- 
pends on Defined Company Geals 
(Nov., p. 22) 

Store Planners’ Ecwipment Directory 
(Nov., p. 28) 

Scannable Floral Merchandise Seen With- 
in 5 Years, As Retailers, Suppliers Re- 
alize the Advantages (Dec., p. 20) 

New Foods, Packaging Will Aid Grocers in 
"80s; Promise Lower Energy Needs, 
Display Flexibility (Dee., p. 24) 


Tobacco 


Cigarette Makers Cut Marginal Brands, 
Promise Continuing New Product De- 
velopment (Aug., p. 41) 

What Consumers Spend for Household, 
Pet, Tobacco Products (Sept., p. 52) 
New Cigarette Intros Pose Dilemma For 
Chains; Satisfy All Customers or Hold 

Line on Space? (Sept., p. 96) 

Generic Cigarettes Selling Well In Some 
Stores, But Industry Believes Market 
for Them Is Small (Dec., p. 26) 


Warehouse Stores 


Capital Is Key to Warehouse Store Suc- 


cess (June, p. 13) 

Don’t Overlook Profitability of General 
Merchandise When Setting Up or Con- 
verting to Warehouse Store (June, p. 
17) 

When Dust Has Cleared, Independents 
Will Rule Warehouse Store Roost 
(Sept., p. 4) 

A Giant Step for Giant (Nov., p. 14) 

Troubled Store Goes Warehouse, Hikes 
Sales 75% (Dec., p. 1) 


Wholesalers 


Food Brokers.Boost Sales, Merchandising 
Efforts Despite Sharp Increases in 
Costs WJan., p. 4) 

Some GM/HBA Distributors Cut Shelf 
Stocking as Labor, Energy Bills Take a 
Bigger Bite (Jan., p. 12) 

Consumer Panel Scores Big Hit With Ad 
Execs at NAWGA Seminar (Jan., p. 19) 

NAWGA Ad Winners Emerge From Field 
of Over 100 Entries Jan., p. 20) 

CFDA Retailers Plan to Add 13% More 
Stores in 1980 (Feb., p. 1) 

NAWGA Show Spotlights New Thrvsts 
Needed to Raise 1980's Producti»tty 
(Mar., p. 1) 

GM/HBA’s Coding Problem: UPC vs. OCR 
Issue Still Unresolved (Mar., p. 4) 
Newspaper Ads Boost Supers’ Magazine 

Sales (Mar., p. 12) 

Sloppy Racks, Bad Location Hurt Maga- 
zine Sales (Mar., p. 12) 

Here’s a System to Help You Avoid Over- 
looking Supplier Allowances (Mar., p. 
22) 


Service Merchandisers: A Mixed Blessing? 
(Mar., p. 39) 

Reduced Supplier Inventory, Shipping 
Problems Aggravate Chains’ HBA Out- 
of-Stock Headaches (Apr., p. 44) 





Due to space limitations, we were un- 
able to list every feature that appeared 
during the year. For an expanded ver- 
sion of the 1980 editorial index, please 
write to Supermurket Business, 25 
West 43 St., New York, N.Y. 10036. 

















—Charles Darwin 


Naturalist 


Why should we be concerned 
about the damage inflation is 
doing to our colleges? 

Because right now we need 
college-trained minds and college- 
based research more than ever 
before. So please give generously. 

In today's world, survival 
of the fittest means survival of 
the smartest. 





and type. 


BORDEN, INC. 
FOODS DIVISION 


TRADE NOTICE 


Periodically, Borden Foods 
offers promotional or advertising 
allowances and similar mer- 
chandising payments or ser- 
vices to stimulate the sale of 
Borden Foods products to con- 
sumers. These offers are usable 
in a practical business sense by 
all retailers regardless of size 


If you would like specific in- 
formation on offers available to 
you, contact Borden's rep- 


PROCTER & GAMBLE 


NOTICE TO 
THE TRADE 


ATTENTION STORE MANAGER: 

We offer Cooperative Merchandising Agree- 
ments, promotion allowances and merchandising 
materials which are practical and usable by all 
retailers regardless of size. 

Payments are made for newspaper or handbill 
featuring, display, and consumer directed promo- 
tion. Details are set forth in specific agreements. 
Proof of performance (e.g. tear sheets) and proof of 
delivery (jobber’s invoice) are required tor payment 
of allowance. Our merchandising materials consist 
of display material, newspaper mats and proofs etc. 

If you would like to receive specific information 
on offers available to you, send your name, address 
and telephone number to Procter & Gamble, Box 
162, Cincinnati, Ohio 45201. Please specify, if possi- 
ble, the Division in whose brands you are interested. 


Packaged Soap & Detergent Division 


resentative or supplier, or write 
to: Mr. Larry LaFevers, Borden 
Foods, 180 East Broad Street, 
Columbus, Ohio 43215. 


Toilet Goods Division 
Paper Products Division 
Food Products Division 

Bar Soap & Household Cleaning 
Products Division 
Coffee Division 


Counc for Financial Aid a Education Inc thes maga 
660 Fifth Avenue. New York. N Y 10019 J wertrung Couns) — 
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